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...and again Universal corrals 
sales for its dealers with a 
sure-fire promotion package! 


The big drive is ready to start! And there’ll *) < 

be extra sales volume headed your way if 
you go all out for business with Universal’s 
complete package of advertising and store pro- 


motion materials. VE 
So get on your horse, pardner! If you haven’t ‘e 
received full information—write for it today! Y 


A limited number of Universal Gas Range franchises are now available 
in certain localities. Write, wire or ph for plete information. 














RANGES 





CRIBBEN &2 SEXTON + 700 NORTH SACRAMENTO BLVD. © CHICAGO 12, ILL. 
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Cooperative Promotion Program 
Swings Customers to Gas 


NDER the theme that “Gas is 

best,” eastern Pennsylvania is be- 

ing blanketed by a coordinated 
promotion program that includes the 
cooperation of gas utility companies, LP 
gas producers and dealers and gas appli- 
ance manufacturers and dealers. The 
program, started last Spring, is one of 
the largest unified programs launched by 
the gas industry. 

The support is entirely on a voluntary 
basis. Participating are 23 utilities, 53 
LP gas producers and dealers, nineteen 
appliance manufacturers and eight equip- 


| ment suppliers. 


The purposes of the program are: to 
promote the theme, “Gas is best,” among 
city, suburban, and rural dwellers; to ob- 
tain the enthusiastic support of dealers 
and appliance manufacturers in the 
wider sale of more and better gas appli- 


' ances; to increase the sale of gas as a 
| fuel, whether it be through gas utilities 


) or the LP gas industry. 


An interest in the program was de- 
veloped along a broad front of the gas 
industry with all factors joining to ob- 
tain greatest possible individual and mu- 
tual benefits. 

Little difficulty was experienced in de- 


| termining the basis of participation. Gas 


utilities contribute a fixed amount to the 
program, based on number of meters; ap- 
pliance manufacturers contributed to the 
common fund, based on their numbers 
of appliances sold in eastern Pennsyl- 
vania; LP gas producers contribute ei- 
ther directly or through their dealers; the 
support of LP gas dealers is based on 
the number of customers they service. 


t Gas equipment suppliers add to the fund 


by direct contribution. 
Covering thirty-four counties in east- 


ern Pennsylvania, the promotional and 





advertising program is based on the ad- 
vantages that gas offers and points up 
especially the exclusive features of gas. 

The basic advertising plan covers the 











This slogan was displayed promi- 


nently in all promotion material. 
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These are typical newspaper ads, 


prepared in mat form and ready for 
the imprint of the local gas company 
or appliance dealer. All major gas 


appliance groups sold in the area 








were featured in one or more ads of 
this These newspaper 
were reproduced in smaller size to 


series. ads 


make envelope stuffers. 








use of three media: radio 
and billboards. 

In addition to these, many services are 
available for use by the participants, 
such as window display posters, newspa- 
per mats for dealers and utilities, folders, 
floor display material, and envelope 
stuffers. Each, in its own way, empha- 
sizes that “Gas is best.” 

Newspaper ads in full color are ap- 
pearing in the magazine section of a 
Philadelphia Sunday newspaper. Black 
and white ads are appearing in Sunday 
papers in Allentown, Lancaster, Read- 
ing, Harrisburg, Williamsport, Scranton, 
and Wilkes-Barre, reaching a total of 
1,234,772 users or potential gas users. 
The ads for the peak Spring schedule 
started in April and continued through 
July with further insertion dates still 
pending. 

Outdoor advertising was scheduled 


newspapers, 


for the heavy-travel months of June, 
July and August, with a total showing 
of approximately 750 outdoor bill- 
boards. 

Window posters and counter display 
cards are available for those who can use 
material of this type. One illustrates a 
range, another a hot water heater and 
the third a clothes dryer. 

Envelope stuffers are used principally 
by dealers, because many gas companies 
mail their monthly statements by card, 
although utility companies that use en- 
velopes ordered the stuffers in consider- 
able quantities. The three envelope en- 
closures duplicated the newspaper ads, 
thus coordinating the program with the 
newspaper advertising. 

Small folders have also been pre- 
pared, showing the reasons why city gas 


(Continued on page 44) 
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SET YOUR SIGHTS ON 


EXTRA SALES DURING 





THE 


ROPER 
LDSIOVE 
POUNDUP 


you just can’t miss with 
Roper’s sure-fire features 








&. Splendid Selection of Smart 
New ROPER Models is Readily 
Available to Make Your 
Round-Up Campaign a Potent, 
Powerful, Big-Profit Promotion. 


It Pays to Sell ROPER 
.-- “America’s Finest Gas Range”’ 














r 


} Write today about the 
complete ROPER Old 


Stove Round-Up Sales 


Plan. It’s colorful... 
dramatic .. . all-inclusive. 
Provides the positive 
support you need for 


record sales and profits 


OFFICES AND WAREHOUSES IN 
PRINCIPAL DISTRIBUTION CENTERS 
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College Courses in Gas Appliance Selling 
Expand as Results Become Evident 


when it comes to education: one 
says that a little learning is a dan- 
that 


T sien are two schools of thought 


gerous thing; the other claims 
knowledge is power. 

Edward S. Korzeniowski is one who 
thinks that above all else knowledge is 
a profitable thing. A few months ago he 
was just a clerk-in-training at the Brook- 
lyn Union Gas Company—training for 
a selling job. Today he is a full-fledged 
salesman. 

And now, one third of the Brooklyn 
Union sales force is going to college— 
all because of Ed’s desire to get ahead. 
Eventually, it is expected that every one 
of the company’s sales force will have 
gone through a special training course. 

Ed’s Horatio Alger type story results 
from a unique eight-week training 
course sponsored by Gas Appliance 
Manufacturers Association and Ameri- 
can Gas Association in cooperation with 
the utility. 

Last February, when the GAMA 
training course was first offered to deal- 
ers, it wasn’t certain that there would be 
a full enrollment—particularly at $27 
for tuition. It was successful, though— 
so much so that Brooklyn Union offi- 
cials asked to attend it as observers when 
it was held again in June. 


Ed’s story—briefly told 

Ed heard about the course, under the 
direct supervision of City College of 
New York, through gas industry articles, 
and asked to be enrolled when it was 
held again in June—all without the 
knowledge of company officials, even to 
paying his own fee. 

That’s when fate—in the person of 
Frank R. Barnitz, domestic sales man- 
ager of Brooklyn Union—stepped in. He 
was attending one of the sessions as a 
critical observer when he saw Ed suc- 
cessfully put on a sales demonstration as 
part of the course. 

It won Ed an immediate promotion as 
a floor salesman. More than that, though, 
it convinced the Brooklyn Union men 
that the course was just what their sales- 
men needed. That’s the reason the 
course is being held again—it began Sep- 
tember 9—and this time it is for Brook- 
lyn Union men only, with classes that 
aren’t big enough to accommodate all 
those who wanted to attend. 





Course timed to sales drive 
The Brooklyn Union people were par- 
ticularly pleased because the timing of 
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the course tied in with the launching of 
the biggest gas house-heating campaign 
in the company’s history. In addition, 
they felt that the academic approach of 
the college instructor makes an impres- 
sion on the dealer or the utility salesman 
that cannot be matched by an industry- 
sponsored program. 

“Although much of the material is 
basic,” Barnitz said after attending a 
sample class, “the manner in which it 
was presented to the individuals aroused 
an enthusiasm which appeared to hold 
over into their actual business day op- 
eration.” 

He added that “the effect brought 
about spontaneous reactions from the 
students. Many of them in both series 
pointed out that they had actually in- 
creased business by using the material 
of certain sessions.” 


Extension to other cities 

The extension of the course to other 
cities where there are member institu- 
tions of the Association of University 
Evening Colleges will be relatively 
simple, according to Dr. Robert A. 
Love, of City College of New York, who 
initiated the course. 

The text of the instructor’s lectures 
and the talks of gas industry experts 
have been recorded. These texts, along 
with a complete instructor’s manual sug- 
gesting visual aids, slide films, motion 
pictures and course procedures have 
been “packaged” for the guidance and 
use of other colleges. 


College standards followed 

The collegiate approach to the prob- 
lem of improving the quality of gas ap- 
pliance salesmanship was first tried un- 
der Dr. Love’s direction in Brooklyn 
and Newark, last February. 

Dr. Love is director of the Evening 
and Extension Division of the City Col- 
lege of New York School of Business. 
He also is chair- 
man of the Com- 
mittee on Coop- 
eration with Busi- 
ness for the As- 
sociation of Uni- 
versity Evening 
Colleges. He has 
pioneered in the 
development of 
intensive college 
training for peo- 


Robert A. Love ple in business. 


The division which he directs at City 
College has served more than 60,000 in- 
dividual students during the past five 
years. 


Universities ready to give course 

Officials at Boston University, North- 
western University and Wayne Univer- 
sity announced their intention of giving 
similar courses in their respective areas 
of Boston, Chicago and Detroit as soon 
as sufficient registrations are assured by 
members of the gas utility and gas ap- 
pliance industries. 


Veteran salesmen can learn, too 

The courses conducted by City Col- 
lege, in Brooklyn and Newark, have 
been given in eight three-hour sessions— 
one evening a week. They are intended 
to enable either the novice or veteran 
salesman to spot and correct weaknesses 
in his sales approach and personality, to 
identify and deal skillfully with various 
types of customers, to recognize and ap- 
peal to basic buying motives, to prospect 
successfully for new business, to handle 
objections competently, to utilize appli- 
ance facts and features, and to develop 
a number of tested closing techniques. 





Old Stove Round-Up Under Way 


Directly after the Old Stove Round Up 
opened earlier this month, confidence in its 
success was expressed at Gas Appliance 
Manufacturers Association and American 
Gas Association, based upon the indica- 
tions of participation received from both 
manufacturers and gas utilities. 





The numbers of utility companies, range 
manufacturers and appliance dealers who 
have voiced their approval of the Round 
Up, and their intention to participate in it, 
foretell of a campaign that should close 
with eminently satisfactory results to all 
concerned. 
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YOU GET ‘J OR MORE PROFIT FOR EVERY ‘I YOU SHOOT IN 
THE HOTTEST SALES AND LOAD- BOOMING DEAL YET... ) 





YOU CAN’T MISS! What refrigerator prospect could resist 


+10 cash just to try a new Servel for 10 days? Protect your 
kitchen load! This *10 offer makes extra merchandising 
profit for you up to °185—plus year ’round gas consumption! 


















It’s a sure thing — especially when Servel in- 
sures your installation and delivery costs! 


SEE ALL YOU GET! Interested prospects 
walking into your showroom! A powerful rea- 
son for the customer to act now! A 10-day 
demonstration right in the customer’s home— 
the one demonstration that closes 99 out of 100 
sales! You trump competition’s “no down pay- 
ment” offers! You protect your kitchen load... 
trade for less after the customer is sold... make 
big extra merchandising profits ... plus year 
’round even load! Tie in with this virile, atten- 
tion-getting, action-producing, sales-making 
campaign! Call your Servel Distributor now! 


CASH IN! CALL YOUR 
SERVEL DISTRIBUTOR NOW! 








The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 


Servel Inc., Evansville 20, Indiana 


In Canada, Servel (Canada) ltd., 548 King St. W., Toronto, Ontario 


Model BE-118 
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NCE again, Philadelphia will 
C) feel the impact of a coordinated 
gas range sales program. 

September, October and November 
will be three months of concerted effort 
on the parts of The Philadelphia Gas 
Works Company, six gas range manu- 
facturers—Caloric, Magic Chef, Roper, 
Tappan, Universal and Maytag—and 
about 300 dealers. All will combine for 
the purpose of selling more Matchless 
gas ranges, enlarging upon the principle 
of selling that was applied when the jet 
ignition ranges were introduced in the 
Matchless campaign last Spring (see 
AMERICAN GAS JOURNAL, May, 1952). 

Every practical medium of promotion 
will be applied to the new campaign. 
Final plans for the Fall campaign were 
formulated at a meeting attended by rep- 
resentatives of the six range manufac- 
turers and their distributors. 

At that meeting, 100 per cent coop- 
eration in making the overall campaign 
a success was pledged by those who were 
present. 

Since then, the manufacturers’ repre- 
sentatives, together with members of the 
PGW staff, have been making calls on 
dealers to bring them into the program 
and arrange for displays, advertising, 
and live demonstrations. 


Advertising 


After the initial announcement ads have 
appeared in Philadelphia newspapers, there 
will be follow-up ads with lists of the co- 
operating dealers. Then, there will be 1,000- 
line ads devoted to individual ranges, pro- 
portioned in accordance with the amount of 
advertising that is done by each manufac- 
turer in Philadelphia. 


Department Stores 


The five biggest department stores in 
Philadelphia are participating in the pro- 
gram. Their names will appear in newspa- 
per ads and PGW will cooperate with them 
in arranging suitable displays. Their street 
floor window displays, because of their size, 
will be handled separately from the display 
material that is provided for dealers. 

Three department stores will participate 
with large size newspaper ads and it is likely 
the others will join that part of the pro- 
gram. 

Matchless gas range cooking schools are 
being scheduled for the department store 
auditoriums and will be supported by ad- 
vertising and promotion to be provided by 
the stores. 


Truck Posters 


Dealers who have trucks that can carry 
the same Matchless posters that will ap- 
pear on the PGW trucks will be provided 
with posters and holders. A number of 
dealers have indicated their desire for this 
type of promotion. 

The new program, in its essentials can be 
summarized as including sales training for 
dealer personnel, a variety of displays, live 
demonstrations, a variety of sales promo- 
tion material, newspaper advertising and 
publicity. 

Even greater emphasis than in the Spring 
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PGW and Six Range Manufacturers 
Push into Fall Matchless Campaign 
With 300 Cooperating Dealers 














R=AUTOMATIC 


Manufacturers-Utility-Dealers Fully 
Coordinated in Big Philadelphia 
Fall Sales Program 


SUPE 











campaign will be placed on the automatic 
features of the Matchless ranges. Such lines 
s “No matches ... No gadgets .. . No 
buttons . . . It is super-automatic” will be 
re-emphasized to prospective purchasers. 

The attractive identifying symbol of the 
Matchless gas range will be on display 
wherever the ranges are sold. 

PGW has arranged to provide all the win- 
dow display materials for dealers and to 
have the windows dressed with a Matchless 
gas range from the dealer’s stock and then 
to include the dealer’s name in the news- 
paper listings, for a total cost of $9. 

In order to provide live demonstrations 
wherever possible, PGW will run fuel lines 
and connect one Matchless range on his 
sales floor without cost to him. The empha- 
sis on the initial promotion to dealers is 
that “demonstrations are a big part of the 
Matchless drive, and you can’t do it without 
a Matchless range in operation on your 
sales floor!” 

Actual cooking demonstrations are en- 
couraged and PGW’s Home Service staff 
has been made available to dealers who 
wish to have “cookie bakes” or sit-down 
demonstrations for selected groups. 

In line with this part of the program, 
PGW will supply printed invitations to be 
distributed by the dealers, will prepare pro- 
grams with menus and recipes used in the 
demonstrations and will help staff the dem- 
onstration. 

In order to provide attractive settings for 
the ranges, dealers are being advised that 
“eye catching displays, posters, streamers 
and medallions will dress up your show- 
room for the big Matchless drive.” 


PGW will provide such sales aids to the 
dealers. 

Dealers who take space in approved ad- 
vertising media with approved copy will 
find PGW ready to pay 25 per cent of the 
cost. 

One newspaper has indicated a readiness 
to run stories about cooking shows featuring 
the Matchless gas ranges. Other publicity 
will be directed to dealers’ and plumbers’ 
trade publications. 

Following the procedure of the Spring 
program, dealers or their full time appli- 
ance sales personnel who purchase Match- 
less gas ranges for their personal use in 
their homes will have them installed by 
PGW, without cost. 

Dealer training sessions will be conducted 
at one of the PGW offices for the benefit of 
dealers and their salesmen in order to brush 
up on their gas sales techniques as well as 
to learn the finer points of the Matchless 
range. Actual use of the equipment will be 
a feature of these sessions. 

In line with PGW policy, Matchless 
ranges sold by dealers will be registered 
with the service department for free ad- 
justment service by the utility. 


Phantom Shopper 

The phantom shopper is a new feature of 
the Matchless campaign which is designed 
to raise the quality of salesmanship in the 
dealer stores. The phantom shopper, who 
apparently will be just another range pros- 
pect, will visit stores and ask questions 
about ranges. The salesmen who do a good 
selling job on Matchless ranges will receive 
a cash award of $5 on the spot from the 
phantom shopper. 

In order to provide a clearly defined 
point for future information, PGW em- 
phasizes its telephone number with two spe- 
cific extensions where additional informa- 
tion on dealer participation may be secured. 
Also, they make particular note of their 
dealer contact office for that purpose. 

A contact manager and seven representa- 
tives are at work and will continue through- 
out the program to cooperate with the 
dealer in any problems he may have in ar- 
ranging displays, demonstrations, advertis- 
ing or other promotional phases. 

The results of the Spring Matchless 
campaign in Philadelphia (summarized in 
AMERICAN Gas JOURNAL, July, 1952) re- 
vealed the potentials of a concentrated sales 
program such as the renewed Fall cam- 
paign. During the previous three months’ 
drive, substantially more than $250,000 
worth of Matchless ranges were sold in the 
PGW service area. Those results were ob- 
tained despite a comparable decline of 40 
per cent in the general retail index for the 
Philadelphia area. During that period elec- 
tric range sales in the PGW area went 
down 60 per cent. 
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Cooperative Promotion Program 


Swings Customers to Gas 


(Continued from page 39) 





or LP gas is best for automatic cooking, 
automatic water heating and automatic 
clothes drying. The folders are envelope 
stuffer size and can be used either as an 
additional stuffer or for direct mail sales 
enclosures. 

Beaumont, Heller & Sperling, Inc., 
an advertising-merchandising-marketing 
agency, was selected to handle the pro- 
gram, on the basis of the plan they sub- 
mitted. The agency then conferred with 
committee representatives of the gas 
utility companies, and the LP gas indus- 
try on details of the promotion. When 
the plan was approved, the agency pre- 
sented the comprehensive program to 
representatives of the component parts 
of the industry in four regional meetings. 
Everyone had an opportunity to get a 
working preview of the campaign, see 
what it looked like and how it sounded. 

Now that it has been under way for 
several months, the promotional pro- 
gram is selling the theme of “Gas is best 

. in city or country” with equal ef- 
fectiveness in metropolitan, suburban 
and rural areas. 

The program is paying off in appli- 
ance orders, traceable directly to the 
campaign, and in providing the con- 
sumer with essential and much-needed 
information on the exclusive advantages 
of gas. As the preference for gas is de- 
veloped, appliance sales and equipment 
sales follow naturally. 

Throughout the period of the 1952 
campaign, additional participants have 
been joining this cooperative program. 
Others have indicated that they are 
budgeting for active support in 1953. 

Based on the success of this 1952 co- 
operative program, there is a strong pos- 
sibility that similar programs will be ini- 
tiated in other marketing areas, where 
city gas utilities and LP gas dealers can 
join with appliance manufacturers and 
their dealers to promote the growth and 
expansion of the gas industry. 


Among those sponsoring the eastern 
Pennsylvania program are: 
GAS UTILITIES 
Allentown-Bethlehem Gas Company 
Ashland Gas Light Co. 
Bangor Gas Company 
Central Pennsylvania Gas Company 
Citizens Gas Company 
Citizens Gas and Fuel Company 
Consumers Gas Company 
Hamburg Gas and Fuel Company 
Lancaster County Gas Company 
Lebanon Valley Gas Company 
Mt. Carmel Citizens Gas Company 
Pen Argyl Gas Company 
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Penn Fuel Gas, Inc. 

Pennsylvania Gas Management Co., Inc. 
Pittston Gas Company 

Pottsville Gas Company 

Scranton Spring Brook Water Service Co. 
Shippensburg Gas Company 

The Harrisburg Gas Company 

The Philadelphia Gas Works Co. 

The United Gas Improvement Co. 
Waynesboro Gas Company 

York County Gas Company 


GAS APPLIANCE MANUFACTURERS 


Bendix Home Appliances 
Bryant Air Conditioning Co. 
Caloric Stove Corp. 

Cribben and Sexton Co. 

Dixie Foundry Co. 

Floyd Wells Company 
Hamilton Manufacturing Co. 
M. M. Hedges Mfg. Co. 
Lovekin Water Heater Co. 
Magic Chef, Inc. (Phila. only) 
Motor Wheel Corp. 

Murray Corp. of America 
Pennsylvania Range Boiler Co. 
Philadelphia Range Boiler Co. 
George D. Roper Corp. 

Ruud Manufacturing Co. 

A. O. Smith Corp. 

Tappan Stove Co. 

John Wood Company 


EQUIPMENT SUPPLIERS 


American Meter Co., Inc. 
Downingtown Iron Works 
Herman Goldner Co., Inc. 
Robertshaw Thermostat Div. 
Safety Gas Main Stopper Co. 
Scaife Company 

Trageser Copper Works, Inc. 
Welsbach Corporation 
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NEW GAS APPLIANCES 





Gas clothes dryers 

A series of new gas clothes dryers, de 
signed for natural, manufactured and LP 
gas operation, with or without automatic 








ignition, has been introduced with appear- 
ance similar to the companion washer. The 
new dryers feature flush-wall mounting that 
is said to eliminate dirt-catching cracks. 
They use a low temperature, high airflow 
drying principle. Control panels are similar 
to those on gas ranges. All piping is hidden, 
including the rectangular duct that is con- 
nected to the dryer to vent heat and mois- 
ture outdoors. The manufacturer states that 
the dryers have been vented successfully in 
winds with velocities to fifty miles per hour. 
Both dryer and combination washer have 
the same dimensions: 36” high, 26” deep 
and 30%” wide. Both have porcelain tops. 

Bendix Gas Clothes Dryer. Bendix Home 
Appliances, division of Avco Manufactur- 
ing Co., South Bend 21, Ind. 


Compact gas range 

A new line of gas ranges designed for 
small homes, kitchenettes, motels, trailer 
coaches and other places where minimum 





floor space is allowable has been placed in 
production. These ranges are for operation 
on natural, mixed or bottled gas. They 
measure 45” high, 24” deep, and 20” wide 
The cooking surface is at the standard 36 
counter height. Features of this line in- 
clude an automatic timer, an automatic 
oven thermostat for two top burners and 
oven. A non-glare fluorescent backguard 
light and a special oven light provide illumi- 
nation; an electric clock and twin conven- 
ience outlets are also provided. These ranges 
are enhanced with safety-locking burner 
controls, a safety valve which automaticall) 
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iuts off gas to the oven burner in case of 
ilot failure. The oven window is a dual 
pane and the oven is insulated with Fiber- 
slas. The broiler is on roller bearings with 

drop-front door. 

Dixie Wanderer. Dixie Foundry Co., Inc., 
leveland, Tenn. 


Gas water heater controls 


A kit with a thermostat, pilot burner, 
thermocouple lead, pilot line, fittings and 
instructions for use on gas water heaters has 
been introduced. This equipment is made 
for use with natural, manufactured or LP 
gas and is available with a pilot gas filter, 
where desired. The equipment provides a 
complete safety shutoff pilot and metal-to- 
metal valve and seat. It was AGA approved 
in a 500 Btu gas test. The capacity is noted 
as 61,500 Btu. Snap-action mechanism from 
full-open to full-closed and vice versa is 
provided. Operating temperatures are said 
to be maintained regardless of gas flow. In- 
dependent adjustments are provided for the 
main and pilot burners. The gas thermo- 
couple and power element can be replaced 
without removing the control from the tank. 

Tankmaster Kit. The Titan Valve & Mfg. 
Co., 9913 Elk Ave., Cleveland 8. 


Gas pilot regulator 


A new regulator, which the manufacturer 
claims is the smallest of its type, is de- 
signed for controlling pressures to gas pilots 

in furnaces, conver- 
a : 
sion burners, boil- 
ers, water heaters 
and other appli- 
ances. It is de- 
scribed as being 
only slightly larger 
in diameter than a 
silver dollar and 
> permits simple in- 
stallation in cramped quarters. It features a 
non-metallic seat which is claimed to insure 
improved regulation at extremely low flows. 
The manufacturer also says that it will 
maintain regulation even though inlet pres- 
sures rise to | psi at flow rates as low as %4 
cubic foot of natural gas per hour. 

Maxitrol RV-10-¥%". Detroit Regulator 

Co., 1742 Rivard St., Detroit 7. 





Gas-fired hot water boiler 


A new hot water boiler incorporates ra- 
diant heating in a unit that heats domestic 
water and supplies warm air for room heat- 
ing. The source of the heat is a unit of 12 
burners which apply radiant heat within a 
combustion chamber that transmits heat to 
a copper shell and copper water tubing sur- 
rounding the shell. The transmission of heat 
to domestic water is largely by convection. 
The heated air, after passing over the water 
heating coils, continues to serve in space 
heating. AGA-approved for natural or 
manufactured gas. Can be supplied for LP 
gas. At an input of 160,000 Btu, the output 
is 128,000 Btu. Working pressure to 100 
pounds; factory-tested to 200 pounds. Di- 
mensions 45%” high, 2134” wide and 
10142” deep. 85 pounds, uncrated. 

Watrola 160, Model C-2. McIntyre En- 
gineering Co., Inc., 137 S. Linden Avenue, 
South San Francisco, Cal. 
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Gas conversion burner 

A new gas conversion burner is manufac- 
tured for operation without connection to 
electric power. It is of the fountain type and 








! 


has been approved for natural, mixed or 
manufactured gas. It is available in two 
sizes: 150,000 Btu, with 8” flame spreader, 
and 175,000 Btu, with 10” spreader. The 
spreaders are of chrome alloy cast steel. The 
manufacturer claims easy accessibility and 
service. An automatic pilot assembly may 
be removed by loosening one thumb screw 
and opening one coupling. All controls are 
accessible under the jacket. This burner is 
available also with standard type electric 
controls. 

Master Kraft Conversion Burner. Har- 
vey-Whipple, Inc., Springfield, Mass. 
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Horizontal furnace 

A new horizontal furnace has been intro- 
duced in two models with outputs of 160,- 
000 and 210,000 Btu per hour. Both models 
are fired with a gun-type oil burner and are 
interchangeable for gas with an inshot-type 
of gas burner. Casing measurements for 
both units: 62” by 30” by 30”. The manu- 
facturer states that these are designed for 
use in commercial buildings by direct air 
blast or attached to ducts. Hanger-posts are 
provided at the top and pipe legs can be at- 
tached to the bottom. 

Delta Horizontal Furnaces. Delta Heat- 
ing Corp., Trenton, N. J. 


Unvented space heaters 

Three new unvented gas heaters have 
been introduced with Btu capacities ranging 
from 16,000 to 30,000. The burner in these 
units has three orifices for adaptability to 
any gas. All models are equipped for man- 
ual control, but a special pilot burner and 
other controls are available for fully auto- 
matic operation. 

Perfection Models X16, X22 and X30. 
Perfection Stove Co., 7609 Platt Ave., 
Cleveland 4. 


Line of gas ranges 

A new line of gas ranges for 1953 has 
been introduced to the trade at various 
markets throughout the country. These in- 
clude a 40” series, a 36” series and two 
cooking-kitchen heating models. The 40” 
series, CP ranges, features the new Match- 
less ignition and offers a three-way range 
top that makes it possible to convert to use 
with a griddle, with an extra burner or com- 
pletely covered for additional work space. 
This series offers a double-oven conven- 
ience, look-in oven window, storage draw- 
ers and acid resisting porcelain finish. The 
36” series is designed for lower pricing. 
Five models in the series, also under CP, 
are automatic with features such as a roll- 
out broiler, a low broiler, easily removable 
burners, look-in oven window, family-size 
oven, storage drawers and time reminder. 
The panels in this series are clip-fastened 




















for easy service removal. The two cooking- 
kitchen heating ranges incorporate all the 
cooking features of the 36” series described 
above and have a 30,000 Btu gas heater 
40", Riviera Series; 36", Monterey Series; 
36", Kitchen-Heating Models. 
Stove Co., Gardner, Mass. 


Florence 


BUILT-IN COOKING EQUIPMENT 
AT NEW YORK SHOW 
A display kitchen which features the 
built-in gas cooking units manufactured by 
Chambers Corporation will be on display in 





the National Homefurnishings Show, New 
York, during the latter half of this month. 
The exhibit includes a stainless steel inner- 
wall oven and a three burner drop-in cook- 
ing unit. The drop-in cooking unit is ar- 
ranged in the exhibit for step-saving so that 
the housewife can turn from the burner to 
the inner-wall oven. Further conveniences 
offered in this suggested kitchen layout are 
a service-eating counter which backs up the 
drop-in range unit. 


Universal Ranges on Rental Basis 


A test arrangement, limited to the Chi- 
cago area, offering Universal gas ranges on 
a rental basis to multi-family apartment 
house owners, has been announced by Crib- 
ben and Sexton Company. 

In the first test, the rental will be appli- 
cable only to building owners or managers 
having 24 or more kitchen units. Contracts 
for this new service have been concluded. 

The characteristic design and function of 
a gas range, Harold E. Jalass, vice president 
and sales director, Cribben and Sexton 
Company, pointed out, are such that it vir- 
tually never wears and in an historical com- 
parison with other appliances was shown 
to be subject to less frequent replacement. 
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Well 
see, 





...with the latest in 
Salety Sealed 
gas heating...most 


efficient, advanced 
design! 


Don’t miss one of the high spots of 
the coming convention—the exhibit 
of gas heating equipment made by 
Stewart-WarnerCorporation,South 
Wind Division. You'll see it at the 
Convention of the American Gas 
Association, Atlantic City Audito- 
rium, Atlantic City, New Jersey, 
October 27th through October 31st, 
1952. 

Yow’re invited to visit with us— 
in our Booth No. 800. All that is 
new and latest in gas heating equip- 
ment, in advanced design gas heat- 
ing, will be on display. You can’t 
afford to miss it! 


STEWART CZ.) WARNER 


=e 


GAS HOME HEATING 





STEWART-WARNER CORPORATION 
South Wind Division 


Dept. C-92, 1514 Drover St., Indianapolis 7, Indiana 
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CONSUMER PUBLICATIONS USING VAST AMOUNT 
OF GAS APPLIANCE INFORMATION 


tomer publications have used infor- 

mation about gas appliances is indi- 
cated by samples of printed stories in a 
broadside which has just been issued to 
members of Gas Appliance Manufac- 
turers Association. 

Selected from a vast collection of clip- 
pings taken from newspapers throughout 
the country, these story-reproductions 
reveal the editorial interest in presenting 
information about modern gas equip- 
ment to housewives. The samples of 
stories that promoted gas appliances to a 
wide public audience include such sub- 
jects as clothes dryers, ranges, house 
heaters, water heaters, incinerators, con- 
version burners, industrial applications, 
refrigerators, commercial applications, 
appliance industry statistics and air con- 
ditioning. 

The headlines that were placed on 
some of the stories by editors have 
sharpened the interest in the story for 


T= extent to which editors of cus- 





GAS APPLIANCE 
INDUSTRY NEWS 





Gas Appliances in California Show 


The seventh annual Construction Indus- 
tries and Home Show, at Hollywood Park, 
Cal., opened late last month and included a 
model home named The Californian, fea- 
turing the New Freedom Kitchen. 

Gas appliances included in this kitchen 
are the built-in Western Holly automatic 
gas oven, broiler and cooking top a Servel 
gas refrigerator and a Whirlpool automatic 
washer and gas clothes dryer. 

Construction of The Californian was in 
two separate 80-ton sections which were 
moved to the home show site for erection. 

The heating system includes gas-fired 
radiant equipment which is said to maintain 
a uniform temperature within 0.25°F. 

A second model home, called Town & 
Country, also includes the Servel refrigera- 
tor and a Western Holly Continental auto- 
matic gas range, together with a Bendix 
washer and gas clothes dryer combination. 

Individual manufacturers’ exhibits also 
are on display at the home show. Manufac- 
turers displaying CP gas ranges include 
Gaffers and Sattler, Western Stove, Wedge- 
wood, O’Keefe & Merritt, Roper, Caloric, 
and Maytag. Heating and control manufac- 
turers displaying include General Con- 
trols, Hammill Engineering and Radiator, 
Holly, Lennox, Royal and Sequoia. 


Range-Water Heater Shipments Up 

Domestic gas range shipments continued 
their upward trend during the month of 
July, exceeding shipments for the same 
1951-month by seven per cent, Edward R. 
Martin, director of marketing statistics, Gas 


the readers. Some that have provided 
customer appeal are these: “Gas Pro- 
vides Magic Meals” . . . “Insulation 
Keeps Heat Inside Stove” . . . “Auto- 
matic Gas Appliances Help Shorten 
Kitchen Hours”... “Family Wash 
Can Be Done At Any Time” . . . “Gas 
Conversions Growing Popular For 
Home Heating” . . . “Rainy Day Gar- 
bage Hauling Eliminated’... 
“Family’s Automatic Gas Range Be- 
comes Heart of the Home.” 

“Who First Used Gas to Cook a Ban- 
quet?” is a story that was widely distrib- 
uted to newspapers by a syndicate. The 
story revealed that a chef in England, in 
the year 1850, cooked a 535-pound 
piece of beef in a simply-erected oven 
made of brick and sheet iron, measuring 
more than six feet long and three feet 
wide. Into this he inserted pipes with 216 
jets through which gas was piped. Eight 
hours later his roast was finished, and 
gas cooking had been launched. 


Appliance Manufacturers Association, re- 
vealed. 

July shipments totaled 124,500 units 
compared with 116,400 units in the 1951- 
month. Cumulatively, shipments during the 
first seven months of this year, 1,166,000 
units, are 19.7 per cent below the 1,452,000 
units during those months of 1951. 

Automatic gas water heater shipments 
in July were 18.9 per cent greater than in 
July, 1951. The units shipped totaled 121,- 
800 compared with 102,400 during July, 
1951. 

Total water heater shipments during the 
seven-months period amounted to 1,037,- 
900 units, 17.8 per cent below the 1951 
figure. 

Mr. Martin pointed out that in both the 
range and water heater shipments, the lag 
behind the 1951 record has been cut sub- 
stantially from the lag that was recorded 
for earlier periods of this year. 

Mark W. BaTTERSBY has been promoted 
to West Coast regional sales manager, 
Home Appliance division, The Murray Cor- 
poration of America. 

FRANK N. CONRAD has been appointed 
district sales manager, southern Ohio and 
northern Kentucky, by Detroit-Michigan 
Stove Company. 

DouG tas S. JOHNs has been named range 
sales manager, home appliance division, 
The Murray Corporation of America. 

G. Louis SIGETy has been appointed dis- 
trict sales manager, western Pennsylvania 
and West Virginia, Detroit-Michigan Stove 
Company. 

MAuvRICE A. STRAUB is now assistant na- 
tional sales manager, heating equipment, 
Rheem Manufacturing Company. 

KENNETH D. TRUE has been elected vice 
president and general manager, United 
Stove Co., subsidiary of Gar Wood Indus- 
tries, Inc. 
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Taking you 
into the 
fascinating past... 


...in the story of the earth’s 





beginning and evolution 











For everyone inter- 
ested in the world 
about him, this book 
offers a comprehen- 
sive, yet eminently 
readable account of 
the forces and phe- 
nomena that shaped 
the earth. In it, the 
present is used as a 
key to the past. In- 
stead of beginning i 
the dim unknown wit] 
strange terms anu 
concepts, the reader 
is first introduced to the s.ady of familiar 
and soils... then volcanoes, 


rocks 
earthquakes and 
glaciers. The book continues back through time— 
through the ice ages, the birth of mountains, the 


early trickles of today’s mighty rivers—right 
through to the conjectured origins of the earth 


Just Published 


EOLOGY 


by O. D. VON ENGELN, 
Cornell University 
and 
KENNETH E. CASTER, 
University of Cincinnati 


730 pages, 6 x 9, 373 illus., $7.00 


AS historical geology period is made clearly 
4 distinctive and shown to have particular 
characteristics. Latin and Greek terms, so often 
a stumbling block to a beginner in the subject, 
are here translated 
for ease in under 
standing and remem 
brance. Two chap 
ters on the history of 
geologic ideas—mate 
rial of marked human 
interest—show how 
simple all the basic 
concepts of geology 
really are. A feature 
of the book is the set 
of paleogeographic 
maps of North Amer 


ec ae eae aeeeaers 

39 chapters cover: 

*Materials of the Earth 

*Volcanic Cones and 
Associated Phe- 
nomena 

*Igneous Rock Classes 
and Varieties 


*Sedimentary Rocks 





*Underground Water ica, with a_ tissue 
*Mountains and Pla- overlay map of pres 
ent-day contours, 
teaus showing how our con 
*Lands Forms Due to tinent changed dur 
laciati ing the different geo- 
Glaciation logic ages 
*The Glacial Epoch 
and Man DO YOU KNOW? 
. : . how the heat of 
. - « 
The Geologic Record the earth began? . 
*The Interior of the how volcanoes come 
Earth into being? how 
7 earthquakes occur? 
*The Age and Origin ... how glaciers orig- 
of the Earth inated? how 
mountain can “float 
. on the surface of the 
earth? _ - how ancient animal and plant life 
looked? .. . how fossils are formed? how tl 


earth began? ... find the answers to these ques- 
tions and many more in this book!! 
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CLASSIFIED 








FOR SALE 


1 Roots Rotary Displacement Meter. Se- 
rial No. 16023. Size 24” x 72”. 533,000 
cu. ft. Hourly rating at 1”. Differen- 
tial 56.8902 cu. ft. displacement per 
revolution. 25 lbs. maximum working 
pressure. 30 inch inlet and discharge 
pipe connection. Drilled A.G.I. Stand- 
ard. Complete with differential gauge 
and column integrator. 

Actual railroad weight 23,890 Ibs. 

Purchased from Roots-Connersville Blower 
Corp., 21 West Street, New York 6, 
Re 

Purchase Price $6,389.00 

Meter has never been installed or used. 

VIRGINIA ELECTRIC AND POWER CO. 
Wesley G. Gay, Purchasing Agent 

Richmond, Virginia 








WANTED 


Electric drive, 60 cycle, 220 volt 
water gas blower suitable for a 
five or six foot water gas set, 
Northern Indiana Fuel & Light 
Company, Auburn, Indiana. 








SALESMAN 


One of the leading manufac- 
turers of controls is in need of a 
to sell gas 
controls. This is more than the 
usual Opportunity it can be 
a secure connection for a consci- 


successful salesman 


entious man well experienced in 
manufacturers. Send 
references and complete informa- 
tion regarding sales experience. 
Box 247, c/o American Gas Jour- 
nal Inc., 205 E. 42nd St., New 
York 17, N. Y. 


selling to 


| Rockwell Manufacturing Co. ..... 














High Gradient 

The second issue of this new publica- 
tion, issued by Selas Corporation of Amer- 
ica, includes a well diversified group of 
short articles pertaining to precision appli- 
cations of gas in industrial processing. Also 
included are other articles pertaining to the 
removal of petroleum vapor from com- 
pressed air or gas, the preparation of the 
liquids used in washing and coating tele- 
vision tubes. 

An article entitled “Faster than Sound” 
reveals that the velocities of the products of 
combustion from high-velocity burners 
reach 1,200 feet per second and have, in 
demonstrations, supported 1” steel balls in 
stationary positions directly over the 
burner. The article points out that both com- 
bustion effects—high velocity at 3000° F— 
have been applied advantageously to indus- 
trial processing. 

High Gradient is available to executives 
and industrial gas engineers of utility com- 
panies, regularly as issued, upon written re- 
quest to Selas Corporation of America, 
Philadelphia 34. 
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Gas Service Co. Urging Votes 

The Gas Service Company, Kansas City, 
Mo., is sponsoring a contest throughout its 
offices in 196 cities to encourage employee 
interest in the coming elections. 

Awards will be $175 in U. S. Defense 
Bonds and four expense-free trips to Kan- 
sas City, where they will be the guests of 
the executives of the company. These 
awards are being offered for the four best 
250-word essays on “Why I Think I Should 
Vote in November, 1952.” 

In announcing the contest, B. C. Adams, 
president and general manager of the com- 
pany, said, “It is well known that one of 
the most important duties our employees 
have is to vote, to vote as they please, but 
vote. We are anxious to have all of our 
employees express their views through their 
votes, both locally and nationally.” 

All employees of the company and their 
wives are eligible to compete. 

The writers of the top four papers will 
each receive the trip to Kansas City. In ad- 
dition, the first place winner will be given 
a $100 U. S. Defense Bond, second place a 
$50 bond, and third place a $25 bond. 

Highlights of the trips will include stay- 
ing at leading hotels, dining at Kansas City’s 
foremost restaurants and clubs, attending 
theaters, sightseeing tours, shopping trips, 
and visits to the industries or points of in- 
terest that the winners would like to see. 

The contest will close October 1. A panel 
of public officials will judge the entries. 
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SIMPLICITY 


EFFICIENCY 


... that’s what you get when you specify 
WIGGINS GASHOLDERS for chemical process 
and industrial gases. 

The absolutely dry, frictionless seal of 
the WIGGINS GASHOLDER is gas-tight and 
impermeable. Can’t freeze or “hang up’”’ 
—there’s no water—no tar—no grease. 
No complicated mechanism. No gadgets. 


WIGGINS 
VAPOR SEALS 








Offices in all principal cities 


GENERAL AMERICAN TRANSPORTATION CORPORATION 
135 South La Salle Street, Chicago 90, Illinois 





ECONOMY 





by GENERAL AMERICAN 





No operating costs. No maintenance costs. 
Ask us about installations made from 
coast to coast for economy-minded 
process engineers—men who know that the 
Simplicity of the WIGGINS GASHOLDER 
in operation always results in Efficiency 
and Economy. 
Send for Bulletin WG-22! It’s written for you! 


















lower 


mainte 


costs 


Sprague Meters are designed for 
service — accurate, long time serv- 
ice that can be maintained with a 
minimum of time and expense by 
even the smallest shops. These built 
in features mean guaranteed sav- 
ings to you. A Sprague Meter is 










nce 
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always a good investment, particu- 
larly so with future maintenance 
costs in mind. Diligent attention to 
this problem in the design of 
Sprague meters keeps them in the 
field for long periods of trouble-free 
efficient service. 





SPRAGUE'S THE Buy! 
LONG LIFE, PERFORMANCE 
HIGH! 















Interchangeable tops for 
standard or combination 
meter and regulator. 


Metal-flanged diaphragms 
and tins-one complete unit. 
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One valve—one valve seat. 





Simple external adjustment. 
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